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Problems of Marketing Southern 
Illinois Livestock 
By W. J. WILLS, formerly Assistant Professor of Livestock Marketing 
T IVESTOCK production in southern Illinois has long presented 
L some special marketing problems. But before either livestock pro­
grams or marketing systems can be improved, the quantity and quality 
of the stock now marketed and the special conditions or circum­
stances affecting its production must be thoroughly understood. One 
of the first aims of this study was, therefore, to determine how much 
livestock is produced in the area, of what grade, and what economic 
factors affect its production. 
Further aims were to find ways to increase income from this live­
stock, to improve marketing facilities and practices, and to explore 
the possibilities of new markets for it. 
PROBLEMS OF PRODUCTION 
Size of Farms and Types of Soil 
Farms small and income low. One of the major problems of pro­
duction in southern Illinois concerns the means of handling compara­
tively small farms in such a way as to increase their productivity and 
earnings. In these southern counties the size of the average farm is 
118.7 acres, the average for the rest of the state is 159.6, a difference 
of about 41 acres. The average cash farm income is likewise smaller 
here than in other parts of the state, the 1949 average being only 
$2,440 as compared with $7,573. (In the same year nearly half the 
farmers in these southern counties had cash farm incomes of less than 
$1,000.) To offset their low incomes, many of these farmers do some 
off-the-farm work. In 1949 nearly 27 percent of the farmers worked 
100 days or more off the farm and nearly 35 percent had more "off­
farm" income than farm income. 
The percentage of income from total Illinois farm marketings that 
go@s to southern Illinois farmers is in striking contrast to the percent­
age of farms in the state that the area contains and further emphasizes 
the need of increased productivity. In 1949 these farmers got only 
4.1 percent of all income from Illinois farm marketings, but 9.2 percent 
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of the land in Illinois farms and 11.7 percent of the farms in the state 
were in these southern counties. 
Soils need better handling. The soils in this area are less produc­
tive than those in other parts of the state. In only two counties, Galla­
tin and Perry, is more than half the farm land classified as level. These 
soils will, however, respond to treatment for either crop or pasture pro­
duction, as shown by results obtained on the Experiment Station fields 
at five different locations1 and by work at the Dixon Springs Station. 
Livestock Enterprises Small 
A second major problem of production in this area concerns the 
size of the livestock enterprises, and the means of both increasing the 
income from livestock and improving the quality of the stock. Since 
Table 1. - Numbers of Livestock Sold From Farms in 
16 Southern Illinois Counties, 1949 
Cattle Hogs Sheep 
County Average Average AverageTotal Total Totalper farm per farm per farm 
Alexander ... . ... 
Franklin ........ 
Gallatin ........ 
Hamilton .. .. ... 
Hardin ... ...... 
1,541 
4,604 
4,225 
4,183 
2,401 
5.2 
4.3 
8.2 
3.7 
5~ 6 
8,111 
21,573 
25,800 
24,192 
6,992 
21.6 
19.3 
36.5 
20 .7 
18.1 
86 
1,808 
1,211 
2,502 
628 
21.5 
30.1 
48.4 
32.9 
25.1 
Jackson ... ...... 
Johnson ... .. '... 
~assac ......... 
Perry .... ... . ... 
Pope ... ... . ... . 
7,752 
5,626 
5,419 
5,772 
4,416 
5.9 
6.2 
9.2 
6.0 
7.4 
26,631 
15,257 
17,424 
19,612 
10,507 
20.1 
18.2 
25 .0 
20.,4 
18 .8 
1,031 
424 
532 
1,574 
1,948 
19 .8 
21.2 
24 .2 
26.7 
40 .6 
Pulaski .. ....... 
Randolph ... . .. . 
Saline ... . .. ... . 
Union ... .... . .. 
White .. .... .... 
Williamson . . ... . 
4,491 
12,657 
5,162 
6,250 
5,935 
5,033 
8.3 
8.5 
5.4 
5.8 
5.9 
4.8 
17,311 
41,226 
21,248 
20,482 
40,665 
13,542 
26.0 
28.3 
19.7 
20.6 
32.4 
13.7 
241 
2,595 
686 
572 
1,865 
445 
26.8 
27 .0 
23.7 
17.3 
28 .7 
17.8 
Total .. .. . .... 
Average . .... . 
85,467 
6.1 
330,573 
22.7 
18,156 
28 .0 
cattle and hogs are the most important kinds of livestock produced 
here, the following discussion deals very largely with them. 
On most farms in this area the livestock enterprises are small 
(Tables 1 and 2), as would be expected since the size of the farm 
1 At Enfield, Raleigh , Sparta, Ewing, and Elizabethtown. 
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Table 2. - Volume of Cattle and Hog Sales per Farm 
From Southern Illinois Farms, 1950 
Cattle Hogs 
Number 
sold per 
farm 
Percent of Percent Of 
farmers sales made 
selling up of 
number number 
indicated indicated 
Number 
sold per 
farm 
Percent of Percent of 
farmers sales made 
selling up of 
number number 
indicated indicated 
1 to 5 head ... . 
6 to 10 ... ... . . 
11 to 20 ...... . . 
21 to 30 .. . . . .. . 
Over 30.... .... . 
62.7 
17.9 
12.4 
3.5 
3.5 
23 . 6 
19 . 2 
23.2 
11 . 8 
22 .2 
1 to 10 head . . . . 
11 to 20 . .. .... . . 
21 to 30 . ...... . . 
31 to 50...... .. . 
51 to 70 . .. . .. . . . 
Over 70 ... .. .. . . 
33.5 
16.8 
11.7 
21.2 
7 .3 
9.5 
6 .0 
8 .2 
9 .8 
27 .3 
14 . 2 
34.5 
Source : Mail questionnaire. 
limits the number of livestock it can carry. The yearly average num­
ber of cattle sold per farm in these southern counties in 1950 was only 
7.3 head, contrasting with 11 head in western Illinois and 26.5 in 
northwestern. The average number of hogs sold was only 9.4 head 
compared with 95.9 in western Illinois and 105.3 in northwestern. 
Per-head income low. The income per head of cattle and hogs , 
but not sheep, is lower in this area than in other areas of the state, as 
the following figures show: Southern" Westernb Northwesterne 
Cattle. . . . . . . . .. . . .. . . .. . . . . . . .. . . . . . $109.74 $143 .60 $155.94 
Hogs . ...... . .. .... . .. . . . .... '.' . . . . . . 35.64 39.33 39.69 
Sheep. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 19.36 18.50 19.56 
(a White, Hamilton , Franklin, Perry , Randolph , and all counties south. b Adams, Brown, 
Hancock, McDonough, and Schuyler counties. e Carroll, Jo Daviess, Ogle, Stephenson, and Win­
nebago count ies. U. S. Census of Agriculture, 1950.) 
Quality of livestock. One of the ,reasons that income from these 
classes of livestock is low is the relatively low quality of the stock, as 
shown by records of the grades and weights of cattle and sheep sent to 
the National Stock Yards from this area in 1950 (Table 3). 
More than 42 percent of the steers and heifers and about 25 percent 
of the cows weighed less than 800 pounds; over 48 percent of the 
bulls weighed less than 1,000 pounds; and over 52 percent of the calves 
weighed less than 200 pounds. More than 23 percent of all lambs 
wei~hed less than 80 pounds. 
Yet cattle of heavier weight tended to grade higher than cattle 
of the lighter weights, and heavier cows graded definitely higher; 
calves weighing 200 to 239 pounds graded the highest; and the best 
over-all weight for marketing lambs was 80 to 89 pounds. 
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Table 3. - Percent of Cattle and Sheep of Given Weights and Grades 
Marketed From Southern Illinois at National Stock Yards, 
East St. Louis, 1950 
Percent of each grade marketed 
Class and weight Com- Cutter and AllChoice Good Medium 
mon canner weights 
Steers and heifers 
Under 600 pounds. . . 6 .6 20.2 35.1 25 . 8 12.3 10.3 
600 to 799 . . . . . . . . . 6. 4 41. 9 33 .8 14.3 3.6 32 .2 
800 to 999 . . . . . . . . . 5 . 3 43.2 41.1 7 . 0 3.4 44.2 
1000 and over . . . . . . 3 . 1 37 .3 53 . 1 3 .9 2.6 13 .3 
All weights. . . . . . . 5.5 39.6 39 .7 10 . 9 4 .3 100 .0 
Cows 
Under 600 pounds .. . 
600 to 799 ..... . .. . .4 1.7 4 .8 
100 .0 
93 . 1 
1.6 
23.2 
800 to 999 .. . ... .. . 5.3 7.7 16 .9 70 . 1 46.7 
1000 and over .... . . 23.4 21.0 18 .5 37 . 1 28 .5 
All weights .. ... . . 9.3 10 .0 14 .3 66.4 100 .0 
Bulls 
Under 800 pounds . . . 
800 to 999 ...... .. . 
32.3 
45.1 
7.7 
7. 8 
29.2 
31.4 
30.8 
15 .7 
27 . 1 
21.3 
1000 to 1199. . . . .. . 66.7 15.4 17 . 9 16 .2 
1200 and over . . . .. . 90 . 6 7.0 2.4 35.4 
All weights . . .. . . . 61.2 8.8 18.3 11 .7 100 .0 
Calves 
Under 160 pounds .. . 7.2 15.9 51.4 25 .3 17.2 
160 to 199 ... . . . .. . 31. 7 37 . 2 27.7 3.4 35 .0 
200 to 239 .... . .. . . 67 .6 19 .5 10 . 7 2.2 31.5 
240 and over . . . .. . . 45.8 18 .6 28 .4 7.2 16 .3 
All weights . . . ... . 41.0 24 .9 26 .6 7.4 100.0 
Sheep and lambs 
Under 60 pounds ... . 100 .0 2.5 
60 to 69 .... ... . .. . 9 .3 2.8 8.3 79.6 2.8 
70 to 79 .... . . . .. . . 26.6 21.8 21.5 30.1 18.3 
80 to 89 .. . . . . .. . . . 25.9 58.5 8.8 6 .8 32.8 
90 to 99 . . .. . . ... . . 19.9 57.4 6.6 16 . 1 28 .4 
100 and over . . . .. . . 17 . 6 60.3 16.4 5 .7 15 .2 
All weights ... . . . . 22 .0 48 .7 11.4 17 .9 100 .0 
The lambs marketed In large consignments graded higher than 
those in small consignments. Forty-two percent of the lambs marketed 
in consignments of less than 20 head graded medium or below; while 
in consignments of 40 head or more only 18 percent graded so low. 
Choice of program. Part of the reason that income from livestock 
is low in southern Illinois lies in the production programs followed. 
More than 25 percent of all cattle marketed in this area and a little 
over 33 percent of those marketed in western Illinois are locally raised 
and fed steers and heifers, whereas less than 10 percent of all cattle 
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marketed in northwestern Illinois are of this kind (Table 4). These 
locally raised cattle often vary more in weight and grade than do 
purchased feeder cattle, and such variation is of course reflected in 
their lower sale price. 
Table 4. - Percent of Cattle and Hogs of Different Classes Marketed 
From Three Illinois Areas, 1950 
Classes Southern Western Northwestern 
Cattle 
Purchased steers and heifers ..... . : ..... . 16.6 33.8 50.4 
Home-raised steers and heifers .. . . ..... . . 26.6 33.6 9 .6 
Cows . . ... ..... . . . ....... . . . .. . . ..... . 15 .2 14.1 9.6 
Calves .. ... . .... .. . .... . . . ......... .. . 26.6 13 . 7 21.2 
Other .... .................... . . . . .. .. . 7.4 1.5 .7 
Not known ..... . ..................... . 7 .6 3.3 8.5 
Total . . . ... . ... ...... ... ......... .. . 100.0 100 .0 100.0 
Hogs 
Barrows and gilts, under 140 pounds ... . . 7.2 5.2 2 .9 
Barrows and gilts, over 140 pounds . . .. .. . 80.3 75.8 76 .9 
Sows .. . .. . . . ............. .... .. . . ... . 3.6 7 .7 9 . 1 
Not known . ....... ........... . .... . .. . 8 . 9 11 .3 11 . 1 
Total ..... ..... . . . . . . ... .... . . . .. . . . 100.0 100.0 100.0 
In southern Illinois more than 25 percent of the total cattle sold 
are sold as feeder calves; in western Illinois, about 14 percent. In 
northwestern Illinois dairy calves sold as veal calves make up more 
than 20 percent of the calf sales; and the price of veal calves is usually 
considerably above the price of feeder calves. 
More feeder pigs are marketed from the southern and western 
areas of Illinois than from the 'northwestern area (Table 4). Sows 
marketed from southern Illinois are much heavier than those sold in 
northwestern Illinois, being kept for more than two litters, while those 
in the northwestern area are sold after they have farrowed only one 
or at most two litters. 
The practice of selling more pigs as feeders and holding heavy sows 
accounts in part for the low income from hogs. 
How Returns Can Be Increased 
Better breeding stock and management. The above facts suggest 
that income from livestock in this part of the state could be increased 
by the use of better breeding stock and by better feeding and manage­
ment. The record of lamb sales indicates that farmers who raise the 
most stock do the best job and receive the greater income. 
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Good prospects for dairying. A large percentage of the cattle sold 
from' this area for beef are of mixed dairy and beef stock. Dairy 
cattle, however, are better adapted to many of the farms in the area 
than cattle of these mixed breeds for two reasons: (1) a ten-cow dairy 
herd provides a potentially higher income than does a ten-cow beef 
herd; and (2) a dairy herd requires relatively more labor than does a 
beef herd and this area has a comparatively large labor surplus. But 
many farmers do not like dairying and local markets for dairy prod­
ucts are limited. 
Despite the present limited market for dairy products, a gradual 
expansion of dairying in the next few years would probably be justified, 
not only for the two reasons given above but because the number of 
dairy cows in the area is low. On January 1, 1951, the number was 
the lowest it had been in the previous ten years, while the number of 
other cattle was as high as it had been at any time in the 1940-195,1 
period (Fig. 1). ' 
THOUSAND HEAD 
130 
120 
110 
100 
90 
80 
70 
60~__~__~__~____L-__~__-L__~~__~__~__~__~ 
1940 1945 1950 
Number of milk cows and other cattle on farms in 16 southern Illinois 
counties, January 1, 1940-1951. A gradual expansion of dairying would mean 
better income on many farms and better utilization of the labor resources of 
the area. (Fig. 1) 
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Profit in beef breeding' herds is doubtful. Breeding herds of beef 
cattle are a new enterprise to many Illinois farmers. Such herds 
have been profitable in these southern counties during the recent 
period of high prices, but whether they would prove profitable over a 
long period seems doubtful. Most of the farms in this area are too 
small to carry a breeding herd of more than ten cows. Experience in 
Missouri indicates that a herd of that size may be too small to provide 
a living for a farm family unless the family has other substantial 
sources of income. 
Just how long young beef stuff should be held to be most profitable 
is also debatable. At the 1951 feeder sale at the Dixon Springs Station 
over half the sales were of calves, but in recent years feeding out the 
cattle brought the best returns. The question cannot be settled until 
more information is available concerning the relative costs and pros­
pective income from producing calves as compared with producing 
yearlings or perhaps two-year olds. 
WHERE CATTLE AND HOGS ARE MARKETED 
The terminal public market is the most important type of market 
used by southern Illinois farmers. More than 60 percent of both cattle 
and hogs were marketed there in 1950. Local markets drew about 10 
percent of the cattle and about 25 percent of the hogs. Auctions were 
not important as outlets. 
The percentage of cattle and hogs marketed through various 
channels is given below: 
Type of market Cattle Hogs 
perct. perct. 
Terminal public ........ ... . . .. .... .. . 60.6 65.7 
Local .... . ............... . ..... .... . 9.9 24.9 
Auction .... . ......... . . . . . . . .. ... . . . 4.7 2.0 
Trader .. . ...... . .. . .. .. . . . . . ...... . 10.3 3.1 
Other farmers .. . ... .. ......... . .. .. . 14.5 4.3 
These cattle and hogs went to terminal markets in East St. Louis 
and Evansville (Indiana); to local markets in Carmi, Eldorado, 
Grand Chain, Ridgway, and Norris City; and to auctions in Metropo­
lis, Sesser, Steeleville, and Raleigh. 
Sixty-two slaughtering firms killed about one-fourth of the hogs 
and {me-third of the cattle and calves marketed in ·these counties, and 
bought many of the animals at their plants. Over 100 traders also 
operated in the area. 
(For a discussion of the relative advantages and disadvantages 
of various types of livestock markets, see Illinois Circular 701, Choos­
ing a Market for Your Livestock.) 
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CASH MARKETING COSTS 
Trucking costs are one of the big items in cash marketing costs, 
and rates vary widely from points equal distances from the market. 
In some communities the rates could be lowered. 
In-transit insurance rates which the truckers have to pay also vary 
somewhat. This variation is due largely to the fact that some truckers 
have had high losses and are consequently forced to pay higher rates, 
a cost they pass on to the shippers. 
At terminal markets all costs except transportation and in-transit 
insurance must be approved by the U. S. Department of Agriculture. 
At the National Stock Yards in East St. Louis marketing costs , in­
cluding transportation and insurance, were cheaper in 1950 for cattle 
and hogs than for calves and sheep, as the figures below show: 
Costs in cents per 100 pounds, 1950 
Truck­
ing 
In-transit 
insurance 
Commis­
sion 
Yard­
age Feed Total 
Cattle. . . . . . . . . . . . . 39 .3 3 . 7 12.8 8 . 9 2 . 1 66.8 
Calves .. ... ........ 87.0 14.8 35.3 23 . 2 160 .3 
IIogs ...... . .. . .... 39.0 9.7 16 . 3 11 . 9 6.2 83 . 1 
Sheep and lambs. . .. 63.9 18.8 34 .2 17.8 134 .7 
At the prevailing price levels of 1952, marketing costs at a terminal 
market do not come to as much per head as the 3 percent of the sale 
price commonly charged at auctions. For example, an 800 pound steer 
selling at $28 a hundred would bring $224. Yardage at 71 cents and a 
commission rate of $(15 (rate on a single head) would make terminal 
market costs $1.86, or 0.83 percent of the sales value. When trucking 
at 39 cents a hundred ($3.12) and in-transit insurance at 3.7 cents 
a hundred (30 cents) are added, the total cash marketing cost comes 
to $5.28, or $1.44 less than the 3 percent ($6.72) charged at auctions. 
While prices for livestock remain high, these terminal market 
costs, on the average, are relatively low. But whether in individual in­
stances the total cost of marketing through terminal markets is high 
or low will depend on the trucking rates in a particular community. 
SEASONAL PRICE AND MARKETING PATTERNS 
Livestock prices, like other farm prices, follow definite seasonal 
patterns, as shown in Figs. 2 to 6. 
Hogs. The high price of hogs usually comes in August and Sep­
tember, with a less-pronounced spring peak in March (Fig. 2). Many 
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Monthly variations in hog prices at Chicago, 1922-1941; East St. Louis, 1950. 
(Here and in Figs. 3 to 6 average prices for years given = 100). (Fig. 2) 
farmers could plan their hog programs to take advantage of these 
seasonal price trends. 
Cattle. The price of prime cattle ordinarily reaches its peak in 
September and October and its seasonal low in June (Fig. 3). Farmers 
who feed cattle of this quality will do well to plan to hit the market 
in September or October. The price of choice cattle tends to move 
along with that for prime cattle. The ' high price for the two lower 
grades, however, comes in the spring and the seasonal low in the fall 
(Fig. 3). It is therefore seldom profitable to buy such cattle in the 
spring to sell off pasture the following fall. Cow prices also are high 
in the spring and low in the fall (Fig. 4). 
INDEX 
GOOD AND COMMERCIAL110 _'_'<UTlLlTY 
._..- ....... CHOICE 
,....,./ -----:::-~- ......~ ........... ~ 
100 :.:.:..~:::::~ ...........:7.-:--- ............";;,,.~ ...... - -----______ ~. 
.--.-.-._.-.--. 
90 
J o 
Monthly variations in steer prices at Chicago, 1922-1945. (Fig. 3) 
Calves. The price of veal calves (calves fed primarily whole milk 
for 6 to 8 weeks and then sold for slaughter) reaches its peak in De­
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Monthly variations in cow prices at East St. Louis, 1941-1949. (Fig. 4) 
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Monthly variations in prices of good-choice veal calves and other good­
choice calves at East St. Louis, 1931-1942 and 1947-1949. (Fig. 5) 
cember and January and its low in the early summer (Fig. 5). The 
seasonal price pattern for other calves tends to vary much less than 
the price of veal calves and is usually much lower (Fig. 5). 
Spring lambs. The seasonal price of spring lambs reaches its high 
in March and maintains it to June (Fig. 6). Many southern Illinois 
farmers could plan an early lamb crop for the May and June market. 
INDEX 
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Monthly variations in sheep and lamb prices, U. S. farm basis, 1922-1941. 
(Fig. 6) 
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Variations from year to year. Though, in general, prices tend to 
follow the patterns described above, the price of a given grade and 
class of livestock may vary widely from the normal seasonal pattern 
16 ~------------------------------------------------
12 
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o ----~--~----~--~--~----~--~--~----~--~--~ J F M A M J J A s o N o 
Monthly hog marketings in southern and northwestern Illinois expressed as 
percentage of total year's marketings, 1950. (Fig. 7) 
16 ~__________________________________________________ 
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J F M A M J J A s o N o 
Monthly cattle marketings in southern and northwestern Illinois, expressed 
as percentage of total year's marketings, 1950. (Fig. 8) 
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in any particular year. One instance of how prices failed to follow the 
seasonal pattern occurred in 1950, when hog prices reached their 
spring peak in February, were low in March and April, and reached 
their seasonal high in July and August (Fig. 2, page 11). 
Seasonal marketing patterns. Monthly variations in the quantity 
of livestock marketed in southern Illinois are shown in Figs. 7-8, 
which also include data for northwestern Illinois, an outstanding live­
stock area. Farmers in the southern area tend to market more of their 
livestock during the months of high prices than do the farmers in 
northwestern Illinois. But even so, one of the best ways for the farmers 
of this southern part of the state to realize better income from live­
stock is to market still more of it during the periods of high prices. 
SMALL LOTS POSE PROBLEMS 
. As cattle and hogs on these southern Illinois farms are produced 
and fed in small numbers, they are also marketed in small lots. In 
1950 about 90 percent of the cattle and calves were consigned in lots 
of 5 head or less and about 70 percent of the hogs in lots of 10 head or 
less. The average size of the consignments in this and the western and 
northwestern areas was as follows: 
Area Cattle Hogs 
Southern .... . ... ..... . ... . . ... ... . 2.7 9.4 
Western ..... . . .. . . ... ........... . 4 .6 19.8 
Northwestern ...... . .... ..... ..... . 5 .2 22.7 
Choice of markets is restricted. A producer with a full load of live­
stock to market can usually find a trucker to haul his load to any 
market the shipper chooses on any day of the week. But a producer 
who has less than a full load is under a serious handicap. He must 
wait until other farmers in the community also are ready to market 
their stock and must be willing to come to agreement with them con­
cerning the time and place of sale. Such a farmer has often found the 
answer to his problem in local markets and traders, probably one of 
the reasons for their popularity. 
Shipping in assembled lots is expensive. If the market is more 
than 40 to 50 miles away, a farmer with only a few head to sell is 
likely to hire a trucker who will pick up enough stock here and there 
to make a load. But marketing in this way presents many problems: 
1. Trucking charges are usually higher on pickup loads than on full loads. 
2. Loading facilities are often poor and consequently more animals are 
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crippled and bruised when loaded than should be. (A recent study in one 
area showed that 40 percent of the farmers did not have loading chutes.) 
3. Assembled loads often include, for example, hogs, cattle, and sheep 
loaded together. Crowding strange animals together in close quarters is very 
apt to bruise or cripple them. Furthermore, under such circumstances, strange 
animals are often restless and their restlessness increases shrink. 
4. The first animals loaded are often hauled 40 or 50 miles farther than 
the last and therefore shrink more. 
Part of the handicap of marketing in small lots could be removed 
by an efficient farm pickup service. Furthermore, were partitions used 
in trucks to protect the animals from excessive fighting, the stock 
would arrive at their destination in better condition. And cheap but 
adequate portable loading chutes would prevent many injuries. 
Problems at the market. Shipping in small lots also presents prob­
lems at the market. First, since even in small consignments variations 
in weight, grade, and quality are often wide, the stock has to be sold 
in even smaller lots than it was shipped in. Second, handling small con­
signments requires more individual pens, alleys, and personnel than 
handling the same number of livestock in large lots. Furthermore, if 
small lots are to be handled most effectively, scales and other market 
facilities must be arranged for and adapted to their handling. 
Less interest in market reports. Because they have only a few head 
of livestock to sell at anyone time, many farmer in this area are not 
so concerned with seasonal movements of prices, prospective market 
demand, and the price for a particular lot as are farmers who market 
in larger consignments. They do not watch the market very carefully, 
feeling that it is not very important to them. And they may not know 
market grades. 
If producers are to profit from the more favorable market situa­
tions - and it would be worth while for even small producers to do 
this - they must know market grades and be able to interpret the 
market reports in terms of their own best interests. 
The distribution of more informative and more readable market 
reports would arouse more interest in their use. 
ARE NEW SOUTHERN MARKETS FEASIBLE? 
The development of new markets for the kind and quality of live­
tock produced in southern Illinois would no doubt prove one solution 
to the marketing problem of the area. In states to the south, such as 
Tennessee, Mississippi, and Georgia, there would seem to be a ready 
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market for southern Illinois livestock. The southern packers are con­
stantly looking for dependable sources of supply, and it now appears 
likely that they could rely on southern Illinois for hogs and some 
cattle. How much volume these southern packers could absorb, how­
ever, is not yet known. 
Though in the past most southern Illinois livestock has moved 
north to markets, transportation facilities for moving it south seem 
adequate. Some livestock can be shipped by rail, and while little live­
stock has been trucked to the south, the network of all-weather roads 
would make shipping by truck possible. 
QUESTION OF NEW LOCAL MARKETS 
The establishment of new local markets might be another solution 
to the southern Illinois livestock marketing problem. Such marke~ 
would bring together farmers who are buying and those who are sell­
ing and enable them to make local exchanges; and they would furnish 
local slaughterers with a central, though probably limited, source of 
supply. 
Before any such markets are established, however, answers to the 
following questions will need to be found: 
1. Can or will the markets already serving a community provide the type 
of service farmers want at an equitable cost? 
2. Will a new marfet replace existing markets or merely duplicate existing 
services? 
3. What kind of market is needed - a market for all classes and grades of 
livestock or for specific classes and grades? 
4. How should new markets be owned and financed? 
5. Will the volume of business be large enough to permit a new market 
to operate? 
6. Can local slaughter houses provide sufficient outlet for such a market? 
Are New Local Markets Needed? 
Question of service and costs . Any move to found a new market 
should probably come only after it has been decided that the existing 
markets cannot provide the needed services at prices that farmers can 
pay. It is not likely to be worth while to establish new markets that 
merely duplicate existing services unless the new markets can provide 
these services at lower cost. 
Whether existing local markets can furnish the services that are 
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needed at a fair price can be determined only when groups of farmers 
and market operators get together and talk over their mutual problems. 
Whether a new market ought to be a general or a specialized 
market will depend entirely on local conditions. For most communities 
in southern Illinois a local market for hogs and Medium and Common 
grades of cattle is the main need. 
Flexibility a consideration. Any market, new or old, serving 
southern Illinois should have a flexible capacity. Because some of the 
soils in this area are drouthy, flexible livestock programs are common 
- livestock marketings are much higher some years than others, and 
cattle carry a much higher degree of fi~ish some years than others. 
A market should also be able to expand to handle larger future 
marketings. 
Should local markets be cooperative? Though new markets need 
not be organized and financed as cooperatives, general farm interest 
and enthusiastic farm leadership suggest that cooperative ventures 
might prove more satisfactory than private ones. But here a word of 
warning is in order. In the past the most common cause for the failure 
of cooperative markets has been either failure to consider the follow­
ing questions or the answers have been wrong: 
1. What volume is required? A livestock market must have volume 
in order to keep its unit costs (costs per head) at a minimum, permit 
sorting for uniformity, and attract buyers. See further comment on 
this problem on page 18. 
2. Are existing services adequate and what do they cost? If more 
services are needed, what will be their probable cost? Can additional 
services be furnished at a cost that can be paid? 
3. How much capital is required? How much will have to be spent 
on facilities?l How much will be needed for current operating ex­
penses? Local cooperatives in other states have often operated at a 
loss for a year or more before they began to pay their way. 
Any good local market should also avoid a reputation as a trader 
clearinghouse, prescribe and strictly enforce measu'res for sanitation, 
and provide a floor to its prices that will keep them in line with those 
of larger markets. 
- I More information about the cost of establishing markets of various types, 
and suggestions concerning market layouts, can be obtained by writing DEPART­
)lENT of AGRICULTURAL ECONOMICS, COLLEGE of AGRICULTURE, UNIVERSITY of 
ILLINOIS, Urbana. 
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Is Enough Volume Assured? 
Thirty-mile radius takes in usual area. Getting enough volume 
to keep marketing costs per head of livestock to the minimum has 
proved a major difficulty in establishing new markets. Lack of enough 
volume, as previously pointed out, has been a common cause of failure. 
A market operator needs, therefore, to assure himself at the outset that 
there are enough livestock in the area to provide the volume needed. 
A large part of the livestock sent to local markets usually comes from 
within a 30-mile radius of the market site. 
Volume needed depends on costs and rates. Just how large the 
volume must be to make it possible to operate a market successfully 
depends on the rates that can be charged to cover selling and operating 
costs. 
Operators planning to establish a new market will do well ~ 
determine operating costs before they estimate volume and decide on 
their charges, for these costs represent a fixed amount and charges 
must be set to meet them. Suppose, for example, that the cost of 
operating a cattle market will take a minimum of $15,000 a year. If 
there are enough cattle in the area to furnish the market with 15 
million pounds of beef on the hoof each year, the selling charge can 
be set at 10 cents a hundred pounds and the enterprise will break even. 
Less than this will mean failure, more will mean a profit. 
Operating costs will depend on the capital needed for the enter­
prise and labor costs. Labor costs will depend in turn on the wages 
paid, the efficiency of the labor, and the layout of the market, for a 
market that permits fast, convenient handling of livestock will cut 
labor costs. However, if the volume and the lots are small, capital co ts 
must be adjusted to that fact or they will cancel off the savings in 
labor. 
Can Slaughter Houses Furnish Outlets? 
On the basis of their production records in the past, local slaughter­
ing plants should provide new local markets with some outlets. In 
1950 local plants killed about one-fourth of the hogs (82,422) and 
one-third of the cattle (23,606) and calves (5,676) sold in the area. 
This was about half the beef and two-fifths of the pork consumed in 
the area. 
Limitations to expansion . The possibility that these plants can ex­
pand much in the future as markets for locally produced livestock is, 
however, limited. Since none of these plants are federally inspected, 
all their products must be sold within the state. Furthermore, their 
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local market is pretty well restricted to lower qu~lity meats and less 
expensive cuts, because incomes in this area are lower than they are 
in other parts of the state. (In 1950 in only two counties, Jackson and 
Alexander, was the income per family more than three-fourths that 
of the state average.) 
So long as the quality and grade of livestock in southern Illinois 
and nonfarm incomes there remain at present levels, local demand will 
probably encourage the marketing of carcasses of lower quality and 
the less expensive cuts of other carcasses. Were the quality of the live­
stock to be improved, it might have to be moved to other slaughter 
areas. 
As compared with large plants, these small plants suffer other 
limitations. Their operators cannot hire men having highly specialized 
skills, as can the operators of large plants. And in small plants, pack­
ing-house by-products do not accumulate in quantities large enough 
for processing, as they do in large plants. 
The success of a small packing plant then rests on how well it 
meets the essentials of the business; that is, buying livestock high 
enough to attract volume and low enough to enable it to sell its 
products at a price that meets competition, operating efficiently, dis­
posing of offal effectively, and obtaining a good market for meat and 
meat products. 
Volume limitations. Over a long term, the greatest potential volume 
of a slaughter house is determined by its sales. Over a short period, 
however, the greatest volume is partly fixed by the size of the killing 
floor and chill room, the number of employees and their skill and 
efficiency, and how many hours the plant operates weekly. Often the 
rate at which the volume of a slaughter house can be increased is set 
by the speed at which the slowest moving item can be sold. 
Disposing of slow-moving items. A slaughter-house operator who 
finds that his slow-moving items are blocking increase in volume may 
find that he can dispose of these items quickly by turning them into 
sausage or by selling them through brokers. Of these alternatives, 
making sausage is usually the more practicable. The many tasty 
sausages that can be made sell at a good profit. And there is room for 
more sausage production in southern Illinois. 
-One of the disadvantages of selling through brokers is that most 
brokers handle only carload lots, whereas many of these small plants 
produce less than a ton a week. Furthermore brokers need to be able 
to move these products across state lines; but since these plants are 
not federally inspected their products must be sold in Illinois. 
CONDITIONS PECULIAR TO THEIR AREA create 
certain problems . for southern Illinois farmers who have 
livestock to sell: 
Local demand for live animals and meat animals 
is limited. 
Location of the area favors marketing at terminal 
markets, chiefly East St. Louis and Evansville 
(Indiana). 
Total production in the area is low. 
Production per farm is small. 
Small production limits the development of local market 
outlets and is the cause of most marketing problems: 
It makes local markets hard to establish and 
expensive to run. 
Restricts the extent local slaughtering plants can 
expand. 
Means many producers must ship in assembled 
loads, a costly method of shipping. 
Gives many producers little choice of market. 
Better returns could be realized ­
By producing livestock of better quality and mar­
keting it at more qesirable weights. 
By organizing more efficient trucking services. 
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